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Abstract City tourism is one of the fastest growing travel
segments worldwide [18] and the changing nature of city
tourism becomes increasingly apparent in many cities. Facil-
itated by mobile access to information, tourists are increasing-
ly seeking, finding and consuming ‘local experiences’ and the
boundaries between tourists and residents become increasing-
ly blurred.While the impact of the proliferation of information
and communication technologies (ICTs) on the travel industry
as well as on tourist behaviour and the travel experience
has been widely acknowledged (Egger J Hosp Tour Technol
4(2): 119–133, 2013), (McCabe et al. Tour Manage Perspect
4: 36–44, 2012), (Stamboulis and Skayannis Tour Manage 24:
35–43, 2003), [35, 40], (Ye et al. Comput Hum Behav 27:
634–639, 2011), the implications of this new type of tourism
for future urban development have received little attention
(Füller and Michel Int J Urban Regional 38(4): 1304–1318,
2014). This paper aims to better understand the underlying
causes of the changing nature of city tourism and how this
change could impact the future development of cities. It is
argued that in addition to the proliferation of ICTs, the phe-
nomena of experiential travel and social acceleration have
contributed to the rise in popularity of city tourism as well
as to a change in tourist behaviour. Possible implications for
the future development of cities resulting from this new type
of tourism, as well as approaches to solving those challenges,
are discussed. It becomes clear that an interdisciplinary
approach will be required in order to fully understand the
challenges posed by city tourism as well as to develop and
implement strategies for a successful integration of tourism
into future urban development.
Keywords City tourism . Tourist behaviour . Experiential
travel . Social acceleration . Information and communication
technologies (ICTs) . Urban development
Introduction
Although cities and their development have without doubt
been increasingly shaped by tourism in the past decades, dis-
cussions of the links between city tourism and its impact on a
city’s development remain scarce. City tourism is one of the
fastest growing travel segments worldwide [18] and the im-
pacts of the changing nature of city tourism become increas-
ingly apparent in many cities. The proliferation of information
and communication technologies (ICTs) has had a significant
impact on the travel industry, as well as on tourist behaviour,
and is also transforming the nature of travel and the actual
tourist experience [9, 22].
While the general impact of ICTs on the travel industry and
tourist behaviour has been widely acknowledged [9, 19, 30,
35, 40, 41], an understanding of the impact of ICTs on the
nature of city tourism, and consequently on urban transforma-
tion and the future development of cities, has received little
attention [13]. As travel experiences become increasingly
dominated by ICTs, a change in travel behaviour can be ob-
served in cities around the world. Therefore, the aim of this
paper is to examine the changing nature of city tourism, as well
as the underlying causes of this change, bymeans of a literature
review. Moreover, possible consequences of this phenomenon
for the future development of cities will be delineated.
The first part of this paper provides a brief overview of the
growth of city tourism and discusses possible reasons for the
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popularity of this type of tourism. Then, the changing nature
of city tourism will be explored by focusing on the effects of
the proliferation of ICTs on travel behaviour as well as on the
phenomena of experiential travel and social acceleration.
Based on these considerations, some of the challenges that
city tourism and the changing tourist behaviour pose to the
future of cities, and possible implications, will be discussed.
This is followed by an outlook for the future of city tourism as
well as by exploring possible approaches to solving chal-
lenges resulting from this new type of tourism.
City tourism
The rise of city tourism
More than half of the world’s population lives in cities today
and by 2030 an estimated five billion people will live in urban
areas. As vibrant epicentres of culture and commerce, some of
the world’s greatest tourism destinations are cities, attracting a
growing number of visitors every year [37]. According to the
United Nations World Tourism Organization (UNWTO), city
tourism - also referred to as urban tourism - is considered as
Btrips taken by travellers to cities or places of high population
density. The duration of these trips is usually short (one to
3 days)…^ [UNWTO, 2012, cited in: 36:8][36].
While total international tourist arrivals are increasing year
on year, different trends regarding different segments and types
of trips can be observed. According to Euromonitor Internation-
al [12], international tourist arrivals have increased by 4.8 % in
2013, while the world’s 100 leading cities in terms of interna-
tional tourist arrivals have experienced a growth of 5.4 % in the
same year. Although these growth figures include different trip
purposes, including business trips, a rise in city tourism can also
be observed when looking at holiday segments. While sun &
beach holidays have grown by 31 % over the last 5 year period
(representing 29 % of all holiday trips), the segment of touring
holidays has grown by 28 % (to reach a 23 % share). The city
trips segment, however, has increased by 72 % during the past
5 years to reach a share of 21 % [18]. In some countries, city
trips have already overtaken sun & beach holidays as the most
popular type of holidays. For example, 42 % of British people
took a city break holiday in 2014, compared to 38 % who went
on a sun & beach holiday in the same year [1].
In order to understand the implications for the future of
cities, it is important to also look at the development of city
trips from a city’s perspective. Using Barcelona and Berlin as
examples, the enormous growth some cities have experienced
in terms of tourist arrivals since 1990 can be illustrated. Ar-
rivals in hotels and similar accommodation establishments in
the city area of Barcelona have grown from 1.7 million in
1990 to 7.5 million in 2013. In the city area of Berlin, arrivals
in all paid forms of accommodation establishments have
increased from 2.8 million in 1990 to 11.3 million in 2013
[32]. What implications this growth already has on cities to-
day, and what they might be in the future, will be discussed in
more detail later. In the following section, some of the reasons
for the popularity of city tourism will be explored.
The popularity of city tourism
What makes city tourism distinct from other types of tourism
is that cities have a high density of diverse cultural offerings in
a relatively small area, attracting different types of tourists.
Moreover, most attractions and amenities tourists are drawn
to have not been primarily intended for tourists, which often
leads to an interaction between tourists and locals. As these
characteristics of city tourism are not new, the question that
arises is why the popularity of city tourism has drastically
increased in recent years.
A number of factors may have contributed to the rising pop-
ularity of city tourism. Firstly, urbanisation is believed to rein-
force the trend towards city tourism as people living in cities are
more likely to associate with cities and the more they are in-
clined to visit other cities [37]. Secondly, without doubt the
proliferation of low cost carriers has had a major impact on
the popularity of city trips, mainly due to the fact that theymade
flights more affordable to the masses, but also because they
expanded and improved flight networks, thus offeringmore city
destination options and making them more accessible from a
growing number of departure points than in the past, consider-
ably decreasing travel times. As a consequence, this develop-
ment has made a wide range of cities available to tourists at
lower costs [8]. Thirdly, as the proportion of the population
taking several trips per year continues to grow, there is a ten-
dency towards an increasing number of shorter holidays rather
than just one main holiday per year [8, 17, 34]. Fourthly, due to
the increasing availability and penetration of internet based ser-
vices during the travel cycle, information can easily be
accessed, and the ease of making bookings online, and retrieve
a wide range of information while in a destination, has greatly
facilitated city tourism. As the biggest proportion in terms of the
booking value of a city trip usually consists of the two elements
transport and accommodation, it is relatively easy and not as
risky to book online as, for example, a multi-country trip, a
round trip or even a beach holiday where the hotel is not easily
accessible from the airport by public transport. Moreover, as
will be discussed in more detail later, the proliferation of ICTs,
and in particular of mobile technologies, increasingly em-
powers consumers to create and plan further components of
their city trip while in the destination. Due to the density of
cultural offerings, the amount of options to choose from in a
city surpasses those of other destination types. Finally, peoples’
perceptions of cities as tourist destinations has been changing.
Nowadays, travellers no longer regard a city merely as an entry,
exit, or transit point, but as a destination in its own right [8].
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The changing nature of city tourism
The proliferation of ICTs
In our increasingly mobile and connected world, devices con-
nected to the internet, and increasingly mobile devices, such
as smartphones and tablets, are omnipresent. In terms of both
product sales and broadband subscriptions, mobile devices are
now outperforming PCs [28]. According to Ericsson [10],
approximately 90 % of the world’s population will be covered
by mobile broadband networks by 2020. Global mobile sub-
scriptions are growing by around 5 % year on year. By 2020,
smartphone subscriptions are forecast to have more than dou-
bled and 70 % of the world’s population will own a
smartphone [10]. As a result, mobile devices are set to play
an increasingly important role in travel in the years to come
[28].
In the past, ICTs have not only revolutionised the travel
industry itself but also the role of consumers, who have ac-
quired greater power thanks to the array of information avail-
able and the choices offered by the internet. However, the
inexorable rise of the mobile channel and smartphones has
triggered a new stage in this development, which is not only
expected to have a major impact on the travel industry but also
a significant impact on the travel behaviour. While in the past
travellers used ICTs for pre-travel and post-travel arrange-
ments, there has been a general shift to using mobile technol-
ogies during the travel experience as many travellers are now-
adays connected to the internet during all stages of the travel
cycle [11, 20, 42].
Smartphone applications provide a wide range of informa-
tion, such as destination tour guides, language assistants, res-
taurant and bar finders, information on local transportation,
events, etc. Moreover, users interact with each other via social
media and provide reviews on places, local attractions, restau-
rants and bars as well as on accommodation, which in turn are
read by tourists deciding on their own travel plans and things
to do while in the destination. This results in the mobile inter-
net changing tourists’ behaviour as they are now able to find
what they require and when they require it through their mo-
bile devices [6, 19, 23]. More easily available information
increases the number and types of experience options a tourist
can choose from in a shorter period of time.
While it has to be acknowledged that access to freeWi-Fi is
still limited in some destinations, there is a rapid development
towards mobile contract providers offering cheaper internet
allowances for travellers on the one hand and cheaper or free
internet access in hotels, cafes, and even throughout some
cities on the other. At the same time, more elaborated apps
are being developed for offline use. For example, Google is
planning to offer new offline features that will allow navigat-
ing around a city in offline mode. Moreover, through
Google’s new context-aware service,Now on Tap, tourists will
be able to build a temporary offline library with all relevant
data and information they would need for a day, for example
of where they want to travel and what they are planning to
visit. The data download can be completed while the mobile
device is connected to free Wi-Fi, for example at the airport,
accommodation and other Wi-Fi zones and hotspots and thus,
expensive internet fees can be avoided [24]. According to
Tripadvisor [34], 74 % of global travellers surveyed regarded
free in-room Wi-Fi as the most influential amenity when
booking accommodation. Furthermore, 87 % of global travel-
lers use mobile devices while travelling, with 61 % of global
travellers using social media while on holidays [33]. With a
rapid expansion of the availability of free or cheap Wi-Fi
access, the use of mobile internet devices by travellers is set
to further increase in the future.
Experiential travel & social acceleration
Nowadays, travellers are increasingly in search for rich and
memorable experiences that create value for them and engage
them in a personal way. There are two major developments
which can currently be observed with regard to the travel
experience. The first one is the traditional experience econo-
my being increasingly replaced by the concept of experience
co-creation, meaning that consumers are becoming more ac-
tive in co-creating their experiences. The second one, a more
recent development, is that experiences become increasingly
dominated by ICTs. As a result of travellers becoming more
empowered through the use of technologies during their
travels, they themselves can now become the main actor in
co-creating richer experiences and additional value [21, 29].
Travel is increasingly about how travellers experience des-
tinations viscerally and how experiences change them and
their understanding of places. They want to feel inspired by
places and their encounters with locals - and they want indi-
vidual experiences that are entirely their own. This phenome-
non is commonly referred to as ‘Experiential Travel’ and is
arguably the most significant, systemic trend in global travel.
The term typically encompasses the notion of a more
immersive, authentic and local and/or active travel experience.
While it could be argued that travel is inherently experiential,
the significance in this context is the shift towards the main-
stream. An increasing number of people want to travel on a
deeper emotional andmore personal level and are turning their
backs on pre-arranged package holidays [21, 29].
One reason for the development of this trend might be the
sameness of many mainstream travel experiences. Another
reason, according to Wong, the founder and CEO of Vayable,
an online sharing portal that pairs travellers with its network of
local citizens around the globe offering to experience their
destination like a local, is the fact that technology, while
connecting individuals online, has ironically left people iso-
lated and given individuals a real need for human connection
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[29]. While these are plausible reasons for this change in tour-
ist behaviour, it is suggested here that another explanation
might lie in the acceleration of society as described by the
sociologist Hartmut Rosa [25–27]. In fact, social acceleration
may not only explain the shift towards experiential travel and
the increased use of internet devices while travelling, but
might also offer an explanation for the enormous popularity
of city tourism.
Rosa differentiates between three categories of accelera-
tion: technological acceleration, the acceleration of social
change, and the acceleration of the pace of life. Technological
acceleration is Bthe speeding up of intentional, goal-directed
processes of transport, communication, and production^
[26:6]. While technological acceleration could be classified
as acceleration processes within society, acceleration of social
change can be described as acceleration of society itself. The
acceleration of social change is what Rosa describes as the
Bcontraction of the present (Gegenwartsschrumpfung)^
[26:7], the present being the time-span for which Bthe hori-
zons of experience and expectation coincide^ [26:7]. Social
beliefs and actions have an increasingly shorter period of va-
lidity; social change is for example reflected in the stability of
social institutions and practices as well as in personal relation-
ships. Finally, the acceleration of the pace of life, which occurs
despite the expectation that technological progress increases
an individual’s free time, can be defined as the Bincrease of
episodes of action and/or experiences per unit of time as a
result of a scarcity of time resources^ [27:221].
These three categories of acceleration can be understood as
an acceleration cycle: Technological acceleration is almost
inevitably linked to a whole range of changes in social prac-
tices and communication structures. For example, the internet
has not only speeded-up communication processes but also
triggered new economic and communicative structures, estab-
lishing new patterns of social interaction and thus, driving
social change. In a society where accelerated rates of social
change affect all spheres of life, individuals develop a feeling
of standing on a ‘slippery slope’, a phenomenon that is well
known from the realm of capitalist production. Pausing and
resting means becoming out-dated and old-fashioned in one’s
knowledge and experience. Therefore, in order to avoid the
loss of potentially valuable options, individuals feel forced to
keep up with the speed of change they experience in their
social and technological environment. This social change
again leads to an acceleration of the pace of life, which in turn
calls for technological acceleration to speed up processes in a
repeated attempt to save time [26].
This acceleration circle that can be observed in Western
societies is inextricably linked with the culturally dominant
idea of the ‘good life’, according to which life should be
conceived as the last opportunity, and one’s time span on earth
should be used as intensively and comprehensively as possi-
ble. According to this modern ideal, the ‘good life’ is the full
life (erfülltes Leben), and one should aspire to enjoy as much
as possible of what the world has to offer by realising as many
options as possibly realisable - or as Rosa states:
B[t]he idea of the fulfilled life no longer supposes a
‘higher life’waiting for us after death, but rather consists
in realizing as many options as possible from the vast
possibilities the world has to offer. To taste life in all its
heights and depths and in its full complexity becomes a
central aspiration of modern man^ [26:13, italics in
original].
The acceleration of life can be seen as an attempt to realise
as many options as possible in our lifetime. Yet, due to the
acceleration cycle’s self-propelling dynamic, this aim can nev-
er be fulfilled. For example, the internet not only speeds up
communication and information processes, but it also vastly
increases our options. We could possibly find more relevant,
better or more interesting information if we kept on looking on
other websites that might better serve our purpose than merely
on the one website we visited in the first place. Consequently,
the proportion of realised world options to potentially
realisable options decreases; technological acceleration leads
to increasing time scarcity [26]. Moreover, Rosa suggests that
as the number of experiences in a given period of time in-
creases, the depth of individual experiences might decrease,
which in turn might lead to individuals looking for more ‘ex-
treme’ experiences [25].
Looking at city tourism through the lens of social acceler-
ation, this type of holiday is arguably the most suitable holiday
type when pursuing the ‘good life’ due to the high density and
vast number of possible realisable options a city has to offer.
ICTs, and especially mobile devices, serve as technological
accelerators, through which an increasing number of options
can be realised, albeit increasing the rate of potential options at
greater speed and thus, decreasing the proportion of realised
‘city options’ to potentially realisable options a city has to
offer. As the number of experience episodes increases and
the depth of those individual experience episodes decreases,
as suggested by Rosa, travellers might look for a different
quality of their experiences. The phenomenon of experiential
travel might be the manifestation of this search for a different
quality of experiences, for a quest for more ‘extreme’ experi-
ences - from one extreme of being a tourist to another extreme
of living like a local for a short period of time.
Therefore, it could be suggested that social acceleration
could be regarded as both cause and effect of the changing
nature of city tourism; a cause because the progress and pro-
liferation of technology might enhance the need for human
connection and meaningful experiences while increasing the
potential options of experience episodes; and an effect be-
cause as a result of these phenomena, the attractiveness of
cities as destinations increases due to the multitude of options
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paired with the opportunity of immersing oneself in meaning-
ful and local experiences for a short period of time. While
ICTs could be regarded as facilitators of this change, social
acceleration may be a useful framework to understand and
analyse the underlying causes as well as the qualitative shift
of tourist behaviour, and may even be useful to anticipate
tourists’ future needs and behaviours.
Possible implications for the future of cities
Challenges and possible implications of city tourism
The boundaries between tourists and locals become increas-
ingly blurred. This is because on the one hand the borders
between tourists and residents become more difficult to define
due to globalisation and changing developments related to the
way people work and live. These changes result for example
in a rise of long working holidays, medium-term business
travel, commuting between two countries, and similar phe-
nomena [14]. On the other hand the blurring of boundaries
occurs because tourists are increasingly blending in with the
local population. While in the past tourists mainly frequented
tourist hot spots and officially designated tourist attractions,
they are increasingly seeking ‘authentic and local experi-
ences’ , exploring ordinary but lively and diverse
neighbourhoods and visiting cafes, bars and markets that were
previously almost exclusively frequented by locals. This re-
sults in an interest in the same amenities, entertainment and
retail infrastructure that city residents preferably consume.
However, as leisure tourists are often not constrained on
sleeping hours or spending power to the same extent as local
residents, conflicts between tourists and residents increasingly
occur in neighbourhoods that, in the past, have not been on the
(analogue) tourist map. Causes of conflicts are for example
nightly partying tourist crowds in residential areas as well as
the transformation of affordable local pubs, grocery stores and
markets into hyped, high-priced locations that become unaf-
fordable to many local residents [13]. Moreover, this kind of
development can slowly lead to residential areas losing their
unique identity and character due to businesses increasingly
adapting their offerings to the lucrative tourist demand, but
can also pose development opportunities for deprived areas.
Due to the proliferation of ICTs, the information divide
between tourists and locals is slowly dissolving. While in
the past residents almost exclusively shared and exchanged
information about new restaurants, unique shops, grocery
stores and markets as well as about meet-ups and other events
through word-of-mouth (offline) with friends, family and oth-
er residents, and tourists did not have access to this kind of
information, nowadays there is almost a complete information
transparency, no longer making any difference between tourist
and local resident.
The quest for the authentic is not solely limited to tourist
activities but also increasingly affects accommodation
choices. Companies providing online platforms that permit
the large-scale rental of apartments, rooms and entire proper-
ties from one individual to another have become hugely suc-
cessful in recent years. Often referred to as sharing economy
or collaborative consumption, in more general terms this con-
cept involves individuals temporarily renting, or getting ac-
cess to, goods or services offered by other individuals (peer-
to-peer sharing). This new way of sharing and reaching a
global audience has been facilitated by the Web 2.0 technolo-
gy [3, 15]. Arguably one of the most prominent - and most
successful - companies of the sharing economy is Airbnb. As
of August 2015, Airbnb had more than 1.5 million listings in
more than 190 countries, and more than 40 million guests had
booked their stay through the booking platform [2], which
highlights the business concept’s huge popularity amongst
travellers, and even amongst an increasing number of business
travellers. It is estimated that Airbnb already accounts for a
similar number of room nights as some major hotel brands
[15]. According to Airbnb’s CEO, the company’s goal is to
deliver local experiences to its customers, accessible through
the internet, and increasingly through mobile devices. In early
2012, Airbnb announced its acquisition of NabeWise, and a
few months later the acquisition of Localmind. While
NabeWise offers travellers staying with Airbnb information
about nearby businesses, Localmind provides information on
what is happening in local neighbourhoods. In the same year,
Airbnb introduced a new ‘Neighbourhoods’ feature on its
website, which is essentially a travel guide that includes ad-
vice from hosts and other Airbnb users, helping users of the
website and app to decide where to stay and what to visit in
order to experience a city ‘like a local’ [16, 31].
The company’s enormous success not only highlights
changing tourist preferences, but has also implications for
cities, their residents and businesses. Not only will traditional
accommodation establishments and other businesses be af-
fected by an increasing competition from the sharing econo-
my, but the sharing economy is also increasingly causing fears
of gentrification, and particularly of rising rents and property
prices, amongst local residents. While there is little evidence
to what degree the sharing economy, and tourism in general, is
accelerating gentrification processes, in some cities tourists
have been blamed for waves of gentrification processes by
local residents. In recent years, this resentment towards tour-
ists has become particularly evident in the cities of Barcelona
and Berlin. Many of the problems and challenges faced by
both cities and their residents are summarised in the documen-
taries Bye Bye Barcelona [4] and Welcome Goodbye [39].
From these documentaries it also becomes evident that often
a negatively biased view of tourism exists among city resi-
dents. What also becomes clear from having watched these
documentaries as well as from having reviewed the literature
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and having attended presentations and seminars about the top-
ic is that there is a lack of solutions from politicians, tourism
businesses and city planners to these challenges.
Outlook
According to UNWTO projections, international tourist arrivals
worldwide are expected to rise from 1.1 billion in 2014 to 1.4
billion by 2020 and to 1.8 billion by the year 2030 [38]. By
2030, an estimated five billion people will live in urban areas
[37]. Given these two projections and the notion that people
who live in cities are more likely to take city trips than people
who live outside urban areas, it is very likely that city tourism is
going to experience a sharp growth in the future, adding mil-
lions of tourists to a growing urban population. Due to the
changing nature of city tourism, these tourists are increasingly
looking for the same or similar experiences and amenities as
local residents and are using to a large extent the same resources
as cities’ inhabitants. Therefore, when developing future city
plans or city visions, it is important to acknowledge the impor-
tance of tourism and to integrate tourism into those plans.
There are going to be enormous challenges to be solved, and
if these are not going to be taken seriously by politicians and
city planners, a deterioration of the quality of life in many cities
might be the inevitable consequence. Already today, the bal-
ance between tourists’ and locals’ needs in certain cities - or
parts of cities - is not given anymore. For example, in Venice
and Barcelona, many parts of the city have undergone a process
that could be described as ‘museumisation’. Those parts of the
city are being enjoyed and consumed by tourists but can usu-
ally not be enjoyed by locals any longer. Due to the changing
nature of city tourism as previously discussed, this process of
museumisation could be amplified to affect more city locations,
that have not been designated or apparent tourist areas in the
past, in a shorter period of time than ever before.
As technological developments have facilitated a change in
tourist behaviour, technology could also be part of the solution
to some challenges city tourism poses to the future of cities. For
example, the concept of smart cities - also sometimes referred
to as urban informatics - uses ICTs to improve the understand-
ing of peoples’ needs. While the primary goal of smart city
projects is to better manage resources and improve residents’
quality of life, smart cities could better manage tourist flows in
the future than cities that are not making use of big data in order
to plan andmanage tourism. This could offer new opportunities
to governments and city planners and online data could be used
as a digital reflection of physical spaces. For example, the use
of GPS information could assist in determining which areas of
a city are visited primarily by tourists or locals. Furthermore,
city and tourism planners could analyse which places are the
most popular - or becoming increasingly popular - by looking
at the places’ geotagged information and photos and thus, de-
velop a better understanding of what people appreciate about
certain places. This information could also be used to under-
stand and influence behavioural patterns and tourist flows in a
city and to spread tourist flows to certain parts of a city [5, 42].
In order for these strategies to be successful, it is of paramount
importance to involve the local population and businesses, de-
velop an understanding of the importance of keeping tourist
streams in balance to avoid a negative impact on the quality
of life of residents, and to clearly communicate the benefits that
tourism contributes to cities and their residents; not only from a
general economic point of view and its export value but also by
indirectly supporting the quality of life of locals, for example
through the creation of a more diverse cultural offer, improved
public transport, regeneration projects, etc. It would go beyond
the scope of this paper to explore these options in more detail
but it is worth noting that one of the cities introducing new
technologies to investigate how to make tourist flows more
predictable and manageable is Amsterdam. The city is working
on a project aimed at spreading tourist streams to areas that
have not typically been visited by tourists in the past by involv-
ing the local population, businesses and authorities. It will be
interesting to follow this development and to see if Amsterdam
could be a model for tourist cities in the future - and other cities
should follow soon as long-term planning is of vital impor-
tance. For example, with projects like the deviation of visitor
streams it might take between 8 and 12 years until changes
become visible [7]. Given the importance of solving the chal-
lenges discussed in this paper, research into urban development
should try to better understand new developments in tourism in
order to be able to plan for cities of the future.
Conclusion
The aim of this paper was to examine the changing nature of
travel behaviour in cities, as well as causes of this change, and
to delineate possible consequences of this phenomenon for the
future development of cities. For this purpose, possible causes
of a change in tourist behaviour have been explored, mainly by
examining the proliferation of ICTs as well as the phenomenon
of experiential travel. Moreover, it was discussed if social ac-
celeration could offer an additional explanation for the under-
lying causes of the rising popularity and changing nature of city
tourism. While ICTs could be considered as facilitators of a
change in tourist behaviour, the phenomenon of social acceler-
ation may be a useful framework to understand the underlying
causes as well as the qualitative shift of tourist behaviour, and
may even be useful to anticipate future tourist behaviour.
It became clear that due to a change in tourist behaviour,
the boundaries between tourists and residents become more
and more blurred. Facilitated by mobile access to information
while travelling, tourists are increasingly seeking, and finding,
more authentic experiences and are looking for ways to expe-
rience cities like locals do; they increasingly want to live like a
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local for the duration of their trip. This has several implica-
tions for cities and is going to become even more important
as the segment of city tourism is set to significantly in-
crease in the future. While in the academic literature little
attention has been paid to the challenges that many cities
will have to face in the future, some city and tourism
authorities have started to recognise these, and to develop
solutions.
Due to the limited scope of this paper, various aspects re-
lated to this field of research could not be fully examined and
pose a limitation to discussing this topic to a greater extent.
The following examples are merely a fraction of topics that
should be addressed in the future in order to gain a better
understanding of the subject.
Firstly, it would be important to gain a better understanding
of views and attitudes of local residents towards tourists and of
how those views are changing over time in different cities.
More research is also required into how residents can success-
fully be involved in tourism planning projects and how an
awareness of tourism’s benefits can positively influence lo-
cals’ attitudes. Secondly, a better understanding of the extent
to which tourism contributes to the process of gentrification is
required but also an understanding of how tourism can be used
to develop deprived areas and enhance the quality of life for
residents. Thirdly, a detailed understanding of why tourists
are drawn to certain areas and locations and not to others,
how meanings of places are being created and are chang-
ing over time, and of the role of technology during these
processes would be important for future research. Fourth-
ly, differences in tourist behaviour, for example by global
region, age, income, etc. should be looked at in greater
detail. If links between behavioural patterns and other
variables could be established, this might help to better
anticipate tourist behaviour in the future. Fifthly, it is of
vital importance to establish viable future options for des-
tinations with confined space, such as Venice or
Vatican City. Moreover, a comprehensive analysis of best
practice examples of city tourism strategies around the
globe as well as a detailed review of existing and emerg-
ing technologies that could play an important role with
regard to city tourism could help cities to better plan and
prepare for the future. In order to fully understand the
future challenges of city tourism as well as possible
implications for the future of cities, and to successfully
develop and implement strategies, an interdisciplinary
approach will be required.
Open Access This article is distributed under the terms of the Creative
Commons Attr ibution 4.0 International License (http: / /
creativecommons.org/licenses/by/4.0/), which permits unrestricted
use, distribution, and reproduction in any medium, provided you give
appropriate credit to the original author(s) and the source, provide a link
to the Creative Commons license, and indicate if changes were made.
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